Abstract: This research paper has attempted to discover Effect of Customers' Satisfaction on the Development of Hospitality and Tourism Industry in Bangladesh with
Introduction
The charming beauty of Bangladesh mesmerized the tourists of the world. The Development of tourism industry plays a significant role in the economy of Bangladesh. Tourism in Bangladesh is a developing foreign currency earner. The country was listed by Lonely Planet in 2011 as the "best value destination‖ (www.wikipedia.com). Kandampully (2000) defines tourism as a unique product as it is composite in nature, an amalgam of the tangible and intangible that includes everything that tourist's experience. Tourism has become an integral component of lifestyle and it has also become a major component of the economic prosperity of almost all countries. Nowadays one of the biggest challenges for managers in the hotel industry is to provide and sustain customers' satisfaction. Customer requirements for quality products and service in the tourism industry have become increasingly evident to professionals (Lam & Zhang, 1999; Yen & Su, 2004) . Guest relationships are a strategic asset of the organization (Gruen et al., 2000) and customer satisfaction is the starting point to define business objectives. Every year tourists of different countries visit Bangladesh. For this reason satisfying tourists is essential. In the south-western part, mainly the Khulna Division, there is the Sundarban, the largest mangrove forest of the world with Royal Bengal Tiger and spotted deer (wikipedia.com). Hotel City Inn limited, Khulna is playing a contributory role to attract and satisfy the customers. This paper has measured the satisfaction level of customers of hotel City Inn Limited, Khulna as well as evaluated the role of the customers' satisfaction to the development of hospitality and tourism industry in Bangladesh.
II. Objectives of the research
This research paper has been conducted to achieve the followings objectives:  To know the services offered by hotel City Inn Limited, Khulna.  To evaluate the overall customers' satisfaction of hotel City Inn Limited, Khulna.  To find out the factors those affect the customers' satisfaction from different services of Hotel City Inn, Limited, Khulna.  To evaluate whether there is any effect of hotel customers' satisfaction on the development of hospitality and tourism industry in Bangladesh.
III. Research Methodology
Methodology is the process or system through which a study is being carried out for the purpose of collecting of information that is required for reaching a conclusion on that study (Kothari, 2011) . Customers' satisfaction level can be measured by different ways. This study has been conducted mainly based on primary data which has been collected from questionnaire survey among 150(75 from restaurant service and 75 from room service) individual tourists of hotel City Inn Limited, Khulna by using convenient sampling method. The questionnaire has been developed by taking help from a marketing textbook named as Services Marketing (Zeithmal et. al., 2011) . This study considers the following five broad factors to measure the customers' satisfaction: Reliability, Responsiveness, Assurance, Empathy and Tangible. These factors have many sub factors to get a detail viewpoint about the tourist's satisfaction level. The questionnaire has been developed by using 5 point Likert-type scale consisting of assigned values between 1 to 5 where value 1= Strongly dissatisfied, 2= Dissatisfied, 3= Neutral, 4= Satisfied, 5= Strongly satisfied for the asked questions. Secondary data have been collected from articles of different journals, text books, websites etc. Collected data have been analyzed through descriptive statistics (frequency, percentage, mean, standard deviation) and multiple regressions by using SPSS version no. 16 . To achieve the objective no.2, 3 and 4 mentioned above the following hypotheses have been developed: H1 0 : There is no statistically significant effect of customer-specific factors (customer type, age, gender, marital status, income, profession, dining frequency) on individual customers' satisfaction level from restaurant service. H1 a: : There is statistically significant effect of customer-specific factors (customer type, age, gender, marital status, income, profession, dining frequency) on individual customers' satisfaction level from restaurant service. H2 0 : There is no statistically significant effect of satisfaction-specific factors (reliability, responsiveness, assurance, empathy and tangible) on individual customers' satisfaction level from restaurant service. H2 a : There is statistically significant effect of satisfaction-specific factors (reliability, responsiveness, assurance, empathy and tangible) on individual customers' satisfaction level from restaurant service. H3 0 : There is no statistically significant effect of overall customer satisfaction level from restaurant service on the development of hospitality and tourism industry in Bangladesh. H3 a : There is statistically significant effect of overall customer satisfaction level from restaurant service on the development of hospitality and tourism industry in Bangladesh. H4 0 : There is no statistically significant effect of customer-specific factors (customer type, room type, age, gender, marital status, income, profession, partner, purpose, booking system, hotel choosing reason) on individual customers' satisfaction level from room service. H4 a: : There is statistically significant effect of customer-specific factors (customer type, room type, age, gender, marital status, income, profession, partner, purpose, booking system, hotel choosing reason) on individual customers' satisfaction level from room service. H5 0 : There is no statistically significant effect of satisfaction-specific factors (reliability, responsiveness, assurance, empathy and tangible) on individual customers' satisfaction level from room service. H5 a : There is statistically significant effect of satisfaction-specific factors (reliability, responsiveness, assurance, empathy and tangible) on individual customers' satisfaction level from room service. H6 0 : There is no statistically significant effect of overall customers' satisfaction level from room service on the development of hospitality and tourism industry in Bangladesh. H6 a : There is statistically significant effect of overall customers' satisfaction level from room service on the development of hospitality and tourism industry in Bangladesh. For multiple regressions the following mode has been used:
Here, Y = dependent factor, a 0 = constant, x 1 ,x 2, …………………x n are the independent factors and b 1 ,b 2 ,……b n are the coefficients of the independent factors. Here for hypothesis no. 1-5 dependent factor is overall satisfaction level and for hypothesis no.6 dependent factor is development of hospitality and tourism industry in Bangladesh.
IV.
Literature Review Akbaba and Atilla (2006) in the article "Measuring Service Quality in the Hotel Industry: A Study in a Business Hotel in Turkey" have found that five service quality dimensions named as -tangibles‖, -adequacy in service supply‖, -understanding and caring‖, -assurance‖, and -convenience‖. The findings showed that business travelers had the highest expectations for the dimension of -convenience‖ followed by -assurance‖, -tangibles‖, adequacy in service supply‖, and -understanding and caring‖. The research findings also confirmed that, although the SERVQUAL scale was a very useful tool as a concept, it needed to be adapted for the specific service segments and for the cultural context within which it was used.
Andaleeb and Conway (2006) in the paper on -Customer Satisfaction in the Restaurant Industry: an Examination of the Transaction-Specific Model‖ have used factor analysis and regressions model and suggested that customer satisfaction was influenced most by responsiveness of the frontline employees, followed by price and food quality (in that order). Physical design and appearance of the restaurant did not have a significant effect on customers' satisfaction. Buhalis (2008) in the article -Twenty Years on and 10 years after the Internet: The state of eTourism Research‖ has revealed that innovative technologies will support interoperability, personalization and constant networking. Agile strategies are therefore required at both strategic and tactical management levels to ensure that the ICT driven opportunities and challenges are turned to the advantage of tourism organizations towards enhancing their innovation and competitiveness.
Camison (1996) in the article -Total Quality Management in Hospitality: An Application of the EFQM Model‖ has collected responses from 250 respondents to find out the gap between perception of the quality of their customers and self evaluation by their management on their companies' quality and performance with the help of European Quality Model.
Chi and Gurso (2009) in the article -Employee Satisfaction, Customer Satisfaction, and Financial Performance: An Empirical Examination‖ revealed that customer satisfaction has positive significant impact on financial performance, employee satisfaction has no direct significant impact on financial performance. Instead, there is an indirect relationship between employee satisfaction and financial performance, which is mediated by customer satisfaction.tt Chu and Choi (2000) in the paper -An Importance-Performance Analysis of Hotel Selection Factors in the Hong Kong Hotel Industry: A Comparison of Business and Leisure Travelers‖ have identified six hotel selection factors such as Service, Quality, Business Facilities, Value, Room and Front Desk, Food and Recreation and Security. The study revealed that room and front desk and security were found to be the determining factors for business and leisure travelers, respectively, in their hotel choice selection.
Christina and Hailin (2008) in the article of -Examining the Structural Relationships of Destination Image, Tourist Satisfaction and Destination Loyalty: An Integrated Approach‖ have found that the theoretical and empirical evidence on the causal relationships among destination image, tourist attribute and overall satisfaction, and destination loyalty. A research model was proposed in which seven hypotheses were developed. The empirical data was collected in a major tourism destination in the state of Arkansas-Eureka Springs. The results supported the proposed destination loyalty model: (1) destination image directly influenced attribute satisfaction; (2) destination image and attribute satisfaction were both direct antecedents of overall satisfaction; and (3) overall satisfaction and attribute satisfaction in turn had direct and positive impact on destination loyalty. Dominici and Guzzo (2010) in the paper on -Customer Satisfaction in the Hotel Industry: A Case Study from Sicily‖ have performed a qualitative analysis of a large hotel in Sicily (IT), the Sporting Club Hotel in the town Cefalu and used the Critical Incident Approach to measure customers' satisfaction. They found that the main factor which limits the Sporting Club Hotel's ability to achieve higher customer satisfaction levels is the standardization of services that reduces the possibility to customize the offer for specific guest needs. Indeed, from the unstructured interviews to the hotel's management it became apparent that the organizations adopt a -push‖ marketing approach. Eraqi (2006) in the article -Tourism Services Quality (TourServQual) in Egypt The Viewpoints of External and Internal Customers‖ have revealed that for satisfying internal customers (employees) and external customers (tourists) it is necessary to ensure creative and innovative business environment, environmental conditions improvements, internal transport quality enhancement, increasing people awareness, and improving the level of safety and security conditions.
Heung (2000) in the article -Satisfaction Levels of Mainland Chinese Travelers with Hong Kong Hotel Services‖ has interviewed 203 mainland Chinese travelers and indicated that mainland Chinese travelers were satisfied with availability of personal care amenities, quietness of the room, availability of food and beverage variety and dissatisfied with recreation facilities, availability of frequent travelers' handling service. Eight dimensions of hotel services were identified. Service quality and value and augmented product quality dimensions were found to be more important than others in influencing their overall satisfaction levels and the likelihood of returning to the same hotels. Kandampully and Suhartanto (2000) in the article on -Customer Loyalty in the Hotel Industry: the Role of Customer Satisfaction and Image‖ have identified the factors of image and customer satisfaction that are positively related to customer loyalty in the hotel industry. Using data collected from chain hotels in New Zealand, the findings indicate that hotel image and customer satisfaction with the performance of housekeeping, reception, food and beverage, and price are positively correlated to customer loyalty. Blanc and Nguyen (1996) , in the article of -An Examination of the Factors that Signal Hotel Image to Travelers‖ have found the five hotel factors that may signal a hotels image to travelers. These five factors were: physical environment, corporate identity, service personnel, quality of services and accessibility. They suggested that marketing effort should be directed to highlight the environmental cues in order to attract new customers.
Kozak and Rimmington (1998) in the article -Benchmarking: Destination Attractiveness and Small Hospitality Business Performance‖ have found that benchmarking offers advantages for small hospitality businesses and for the destinations where they are located.
Min et.al. (2002) -A Data Mining Approach to Developing the Profiles of Hotel Customers‖ have used 281 respondents of 11 different luxury hotels and suggested that in order to retain the customers' hotel management should consider different attributes such a customer's demographic profile, travel purpose, experience and availability of certain amenities.
Namkung and jang ( 2008) in the article -are Highly Satisfied Restaurant Customers Really Different?‖ a Quality Perception Perspective‖ have used logistic regression to determine which quality attributes are critical in distinguishing highly satisfied diners from other diners and found that appealing food presentation, tasty food, spatial seating arrangement, fascinating interior design, pleasing background music, reliable service, responsive service, and competent employees are important attributes in contributing to the high satisfaction of diners.thsting gap between the perception o Nash et. al. (2006) in the article -An Investigation into Customer Satisfaction Levels in the Budget Accommodation Sector in Scotland: a Case Study of Backpacker Tourists and the Scottish Youth Hostels Association‖ have found that in terms of levels of importance and satisfaction (aspects of accommodationsignificance test) cleanliness of rooms, value for money and the presence of self-catering facilities were considered to be the most important factors.
Pizam and Ellis (1999) in the article -Customer Satisfaction and its Measurement in Hospitality Enterprises‖ have categorized different attributes as satisfiers, dissatisfies, critical and neutral .The results of the study have revealed that there is a difference between mediocre product and quality product and the process of monitoring customer satisfaction is beneficial to any hospitality enterprise. Poon and Low (2005) in the article on -Are Travelers Satisfied with Malaysian Hotels?‖ have used factor analysis, multiple regression, and analysis of covariance (ANCOVA) and revealed that both Asian and Western travelers perceive hospitality as an influential factor in determining the overall satisfaction level and that satisfaction levels Malaysian hotels were higher among Western travelers than the Asian travelers. They used 200 respondents. It is noteworthy that Western travelers appear to be more concerned with the hotel appearance compared to Asians. Other hotel factors such as location, transportation, payment, and innovation and value-added services seem to be comparatively less influential in determining the overall satisfaction levels among both Asian and Western travelers. Nevertheless, hoteliers still need to ensure that the qualities of these hotel attributes are maintained at an acceptable level by constantly reviewing customers' feedback. Sin et.al (2005) in the paper on -An Analysis of the Relationship between Market Orientation and Business Performance in the Hotel Industry‖ have collected data from 63 hotels in Hong Kong and revealed that market orientation is positively and significantly associated with the marketing performance and financial performance of a hotel. Tsang and Qu (2000) in the paper on -Service Quality in China's Hotel Industry: A Perspective from Tourists and Hotel Managers‖ identified the perceptions of service quality in China's hotel industry from the perspective of both international tourists and hotel managers. They collected response from 90 hotel managers and 270 international tourists who visited China and stayed at hotels in Beijing, Shanghai, and Guangzhou. Descriptive statistics analysis was used (paired t-test and independent-test) to evaluate the service quality of China's hotel industry from both the tourists' and the managers' perspectives, and to investigate the four gaps: between tourists' expectations and their actual perceptions; between managers' perceptions of tourists' expectations and the actual expectations of tourists; between managers' perceptions of a hotel's service delivery and tourists' actual perceptions of the service; and between managers' perceptions of tourists' expectations and managers' perceptions of their hotel's service delivery. The results showed that tourists' perceptions of service quality provided in the hotel industry in China were consistently lower than their expectations and delivery, compared to tourists' perceptions of actual service quality. Ryu et .al. (2007) in the paper on -The Relationships among Overall Quick-Casual Restaurant Image, Perceived Value, Customer Satisfaction, and Behavioral Intentions‖ have explored that customer satisfaction can act as a partial mediator in the relationship between overall quick-casual restaurant image/perceived value and behavioral intentions. Yen and Su (2004) in the article -Customer Satisfaction Measurement Practice in Taiwan Hotels‖ have focused on hotel guest comment cards (GCCs) and customer satisfaction management schemes in Taiwan and indicated that the majority of hotel GCCs in Taiwan do not provide information for improving marketing information and these hotels do not allow for cross-referencing of findings to different market segments.
V. Profile Of Hotel City Inn Limited, Khulna
Hotel City Inn Ltd superbly situated at the heart of Khulna; the industrial city of Bangladesh and very closer to the largest mangrove forest of the world -Sundarban‖, the heritage of globally renowned -Royal Bengal Tiger‖. Hotel City Inn Ltd. is palatial and designed with the most and modern Architecture. It is very excellently furnished and decorated, equipped with all modern facilities and filled with enjoyable atmospheres. At the hotel guests will receive the prompt and friendly services which they would expect from well trained, experienced staff blended with charming Bengali hospitality. Hotel City Inn Ltd. is one of the best wellestablished hotels in Khulna. The hotel City Inn Ltd. started their business with luxurious residential facilities high quality restaurant facilities with community center facility. It was opened in 16 th 
VI.
Analysis And Findings 6.1. Analysis of restaurant service 1.1.1. General analysis of customer-specific factors In reliability factor respondents want to depend on the hotel for further service as it has the highest mean value (3.98). But customers are not satisfied with the price of food as it has the lowest mean value (3.29).
Under responsiveness, the customers are satisfied with the hotel's online booking system as it got the highest mean value (3.98). But customers are not satisfied with the employees' service delivery time as it has the lowest mean value (3.11).
Under Assurance there are four variables. The customers are satisfied with the clearly speaking attitude of employees (4.19) but they are not satisfied with the server's knowledge to response their query about food and beverage as it has the lowest mean value (3.77).
Under Empathy customers give more emphasize on employees' patience while taking the order (4.20). On the other hand excellent service has the lowest mean value (3.65).
In tangible there are seven variables. Among them availability of sauces, utensils have got the highest mean value (4.64). On the other hand customers are not satisfied with the quality of food (3.56). The above model summary indicates that there remains a correlation between independent variables (Reliability, Responsiveness, Assurance, Empathy and Tangible) and dependent variable (overall satisfaction from restaurant service). At 5% significant level the correlation is 62%. The above model summary indicates that there remains a correlation between independent variable (Overall satisfaction from restaurant service) and dependent variable (Development of hospitality and tourism industry in Bangladesh). At 5% significance level the correlation is 13.2%. The value of adjusted R Square is 0.004 that means 0.4 % of dependent variable can be explained by the independent variable. From ANOVA test, it can be remarked that there is no statistically significant effect of overall satisfaction from room service on development of hospitality and tourism industry in Bangladesh because significance level of the variable .258 which is greater than 5%. Hence H3 0 is accepted and H3 a is rejected and the regression equation will be: Development of hospitality and tourism industry in Bangladesh = 4.368+ (-.128) overall satisfaction from restaurant service. Demographic characteristics of the respondents reveal that 54.7% local customers and 45.3% foreign customers stayed in the hotel during the survey period. And most of the respondents (46.7%) have stayed in luxurious rooms and only 16% have stayed in low quality room. The majority of the respondents (44%) are in between 40-50 years and 8 % is in between 20 and 30 years. This research has used 65.3% are male and 34.7% are female customers. 52% of them are married and 46.7% are unmarried, 29.3% customer is housewife and 14.7% is student. Most of them (58.7%) earn monthly Tk. 30,000-Tk 40,000 and only few of them (5.3%) earn In reliability factor respondents want to depend on the hotel for ‗performing the service according to its promise' as it has the highest mean value (3.98). But customers are not satisfied with the factor ‗performing service quickly' as it has the lowest mean value (3.29).
Regression between customer-specific factors and overall satisfaction from restaurant service

Model Summary
Model
Under responsiveness, the customers are satisfied with the hotels for ‗online booking services' as it got the highest mean value (3.3). But customers are not satisfied with the ‗employees' willingness to hear their problem' as it has the lowest mean value (2.7333).
Under Assurance there are three variables. The customers are satisfied with ‗trained employees' (3.78). But they are not satisfied with the ‗server's knowledge to response their query about food and beverage' as it has the lowest mean value (3.75).
Under Empathy customers give more emphasize on ‗employees' better understanding capability' (3.77). On the other hand in tangible there are ten variables. Among them ‗speed of internet connection' has got the highest mean value (3.97). On the other hand, customers are not satisfied with ‗parking facility' (3.19) . The above model summary indicates that there remains a correlation between independent variable (customer type, room type, age, marital status, profession, income, partner, purpose, booking system, hotel choosing reason) and dependent variable (overall satisfaction from room service). At 5% significant level the correlation is 51.3%. The value of adjusted R Square is .135.
From ANOVA test it can be remarked that there is a statistically significant effect of marital status but there is no statistically significant effect of others variables (customer type, room type, age, gender, profession, income, partner, purpose, booking system, choosing reason).
So, Overall Satisfaction = The above model summary indicates that there remains a correlation between independent variable (Overall satisfaction from room service) and dependent variable (Development of hospitality and tourism industry in Bangladesh). At 5% significance level the correlation is 40.7%. .This earning can be increased if the satisfaction level of customers can be increased. Hotel City Inn Limited, Khulna is playing a significant role in attracting and retaining the customers by satisfying them. This study revealed that marital status, responsiveness, assurance and tangible have statistically significant effect on overall satisfaction level from restaurant services whereas for room service marital status, income, room booking system and responsiveness have statistically significant effect on the overall satisfaction. This research has also found that there is statistically significant effect of overall customer' satisfaction from room service on the development of hospitality and tourism industry in Bangladesh.
Recommendations:
Suggestions and recommendations have been developed on the basis of findings. To satisfy the customers Hotel City Inn Limited can adopt the following suggestions:  The hotel should redesign their pricing strategy in a more competitive way to satisfy the customers.
 Hotel City Inn Limited should try to perform the service according to its promise.  It should give more importance on time management.  City Inn Limited should arrange training program to train the food server so that they provide the service in an excellent way.  It should give more importance on food quality.  It should take necessary steps to provide the service quickly  The hotel should be more careful to listen and solve customer problem.  The hotel should redesign the baggage counter, lobby and breakfast quality to attract and retain customers.  Development of tourism industry depends on overall satisfaction of customers. So City Inn Limited should give the most priority to satisfy the customers.
